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terion by which the value of a publication 
should be judged. 

5. We believe in cooperation with all 
those movements in the advertising, 
printing, publishing, and merchandising 
fields which make for business and social 
betterment. 

6. We believe that the best interests of 
the manufacturers, the business press, and 
consumers can be advanced through a 
greater interchange of facts regarding 
merchandise and merchandising, and to 
this end invite cooperation by manufac- 
turers and consumers. 

7. We believe that the logical medium 
to carry the message of the manufacturer 
directly to the distributor and the user is 
the business press. 

8. We believe that while many advertis- 



ing campaigns may profitably employ 
newspapers, magazines, outdoor displays, 
etc., no well-rounded campaign seeking to 
interest the consumer or user is complete 
without the business press. 

9. We believe in cooperation with all 
interests which are engaged in creative 
advertising work. 

10. We believe that business papers can 
best serve their trades, industries, or 
professions by being leaders of thought; by 
keeping their editorial columns independent 
of the counting-room, unbiased and una- 
fraid; by keeping their news columns free 
from paid reading notices and puffery of all 
kinds; by refusing to print any advertise- 
ment which is misleading or which does not 
measure up to the highest standards of 
business integrity. 



Standards of Practice for Business Papers 

Adopted by American Business Papers, Incorporated, in 1916 



The publisher of a business paper should 
dedicate his best efforts to the cause of 
business and social service, and to this end 
should pledge himself : 

First: To consider first the interests of the 
subscriber. 

Second: To subscribe to and work for 
truth and honesty in all departments. 

Third: To eliminate, so far as possible, his 
personal opinions from his news columns, 
but to be a leader of thought in his editorial 
columns and to make his criticisms con- 
structive. 

Fourth: To refuse to publish puffs, free 
reading notices, or paid write-ups; to keep 
his reading columns independent of ad- 
vertising considerations, and to measure 
all news by this standard: "Is it real 
news?" 



Fifth: To decline any advertisement 
which has a tendency to mislead or which 
does not confirm to business integrity. 

Sixth: To solicit subscriptions and ad- 
vertising solely on the merits of the publica- 
tion. 

Seventh: To supply advertisers with full 
information regarding character and ex- 
tent of circulation, including detailed cir- 
culation statements, subject to proper and 
authentic verification. 

Eighth: To cooperate with all organiza- 
tions and individuals engaged in creative 
advertising work. 

Ninth: To avoid unfair competition. 

Tenth: To determine what is the highest 
and largest function of the field which he 
serves, and then to strive in every legiti- 
mate way to promote that function. 



Standards of Editorial Practice 

Adopted by the Editorial Conference of the New York Business Publishers Association, June 17, 1921 



The editor of a business paper should 
dedicate his best efforts to the advance- 
ment of the industry which his paper 
represents in all ways consistent with the 
public welfare, as well as to measures of 



public service, and to this end should 
pledge himself: 

1. To consider first the interests of the 
subscriber. 



